Marketing is the fundamental challenge faced by Small Medium Enterprises (MSMEs) to succeed. The most dominant issues SMEs have to deal with are: market and product competition, institution and market information access that supports marketing. To minimise the marketing problems, the government role as a policy maker is required, such as Act no. 20 year 2008 about MSMEs and the formation of Cooperation Ministry and Micro Small Medium Enterprises with marketing deputy. The government programme on small enterprise development and empowerment through strategical marketing planning formulation covers: export market expansion and development, marketing infrastructure development, marketing partnership expansion with established enterprises, product marketing network development and product promotion development. Government intervention in marketing is anticipated to conduce improving MSMEs performance that contributes to the national economic growth through PDB growth, employment, and non-oil export.
the majority conditions of MSMEs are not ideal, where MSMEs are not experiencing significant growth and are not much different when the initial condition was established. Only a few MSMEs are capable of developing into large business. That is because SMEs has limitations and constraints (Sulistiyono & Mulyanan, 2010) . One of the weaknesses and constraints of MSMEs in order to achieve business success is the marketing aspect.
Marketing is considered relevant for both large and small organizations (Hogarth-Scott et al. 1996) and the basic principles of marketing is deemed applicable to both (Reynolds, 2002; Siu & Kirby, 1998) . Marketing in a small companies has unique characteristics that distinguish them from large organizations (Fillis, 2002; Gilmore et al., 2001) . Marketing in a small company has been characterized by attributes such as haphazard, informal, loose, unstructured and spontaneous (Gilmore et al., 2001) , and when it is compared to "textbook" of marketing seems to have negative connotations. Small companies seem to have certain disadvantages associated with pricing, planning, training and forecasting (McCartan-Quinn & Carson, 2003) . Most marketing in SMEs is driven by innovation (O'Dwyer et al., 2009 ). In addition, small companies appear to operate close to the customers, their purpose are to be flexible and to respond quickly to the changing customer needs (McCartan-Quinn & Carson, 2003) . Some SMEs place a strong emphasis on the customer service, concern with the employee welfare and reliance on intuition and environmental awareness in its marketing (Blankson et al., 2006) . Another distinctive characteristic of small enterprise is that there are various constraint on marketing sector. According to the literature, the function of marketing in SMEs does not work well because of poor cash flow, lack of marketing expertise, the size of the business, tactical and strategic customer problems (O'Dwyer et al., 2009 ), a narrow customer base, excessive reliance on owner-managers marketing competencies (Stokes, 2000b) , limited resources related to the finance and marketing concepts.
Marketing on Micro, Small, and Medium Enterprises (MSMEs)
Nowadays, the market is very competitive, it is marked by the speed and change as a common characteristic. Customers expect more new features and updates of existing products on a regular basis. The emergence of new technologies affect the way of doing business and raises the possibility of new markets. Hadiyati (2010, p. 13) explains that marketing is a fundamental problem which is faced by MSMEs; there are three things which is considered as a main problem, namely: the problem within competition of market and products, access to market information and institutions which supports the marketing of MSMEs.
The company must have the ability to constantly keep up with change and update the way running the business. It is important to encourage companies to become a player in the market when the companies launch their product because the knowledge of market is absolutely necessary and it separates the winners from the losers in the business. Market approach is required to gain the essential market knowledge to sell the product into the market. Market knowledge is very important, especially for micro and small businesses, because it helps in identifying other existing actors on the market that will become potential threat to its existence. Market knowledge also helps small businesses to develop a competitive advantage through improving customer knowledge and demand, and thus take a strong position in the market. Marketing of SMEs is based on the inherent characteristics of SMEs, such as, size, few number of resources, the influence the owner-behavior, strong sales focus, a strong awareness of some aspects of formal marketing, and personal contacts network. (Jovanov & Stojanovski, 2012) . Watson (2003) , states that the SMEs needs external support in the term of outsourcing, especially in the form of knowledge and information related to different aspects of enterprise function (management, finance, marketing, production, etc.).
The problem in general, such as the inability of entrepreneurs which leads to inadequate planning, sales and competitive weaknesses (identified as the most important factor of the failure of SMEs). Small companies generally have a lack of knowledge and skill in managerial and marketing aspects. This finding is supported by studies in the economics of two different countries, England and Nigeria (Ugwushi, 2009, p. 204 ). There are ten aspects which influence the general condition of business, namely disasters and accidents, competition, inadequate infrastructure and lack of social support, high taxes, lack of knowledge of accounting, managerial incompetence, poor marketing and sales efforts, poor economic conditions, inadequate planning of operations, financial problems. In England, the influential aspects are the managerial incompetence (77%), poor marketing and sales efforts (69%) and inadequate planning of operations, (88%); while in Nigeria, the lack of knowledge and skill in managerial and marketing aspects are also critical factor to the success or failure in business -the managerial incompetence (44%), poor marketing and sales efforts (70%) and inadequate planning of operations (50%). The success in small business depends not only on the presence of products and markets, but also the benefit of the marketing of products in the market (Smith, D., 1990, pp. 37-60) .
In the global recession, SMEs needs to be very proactive in keeping up the sales turnover. The basic principles of marketing apply to large and small businesses equally, the lack of sophisticated marketing is considered to be a problem for small companies. However, the Internet is now regarded as one of the marketing tools that can be used to allow small companies to effectively compete with large business organizations. Online marketing arena has experienced significant growth over the past few years, while traditional marketing has deteriorated mainly due to high costs. Small enterprises usually have different requirements in the marketing strategy, with the inherent characteristics which has an impact on the willingness or ability of the owner or manager to use conventional and or contemporary marketing tools (Cromie, 1991, p. 3).
The improvement of marketing skills in small businesses can be achieved through education on the owners or managers of SMEs. Marketing education, especially for the owner or manager of small enterprise is inherently problematic. These problems must be recognized and addressed by educators in marketing, which seeks to use education as a means to improve the marketing practices of small enterprises. Omar and Anas (2014) explain the results of their study that the general problems faced by SMEs are financial capital, management, production, skilled labor, marketing, quality, competition, support and other related problems. Abdullah (1997) , also argues that the main problems faced by SMEs as a whole are capital problem, marketing, management, production, skilled labor, and so on. In addition, the findings Chamhuri et al. (1995) finds that the MSME entrepreneurs also face problems in terms of selling price. This problem exists because of the high cost of the production process and the number of the production produced by SMEs is too small, and therefore they cannot compete with large competitors. According to Chee (1985) , there are various problems faced by SMEs. Among the major problems encountered is the competition for the domestic market and abroad. For the domestic market, the competition comes from the SMEs themselves and also from large -scale industrial operators of local and overseas. For overseas markets, Chee (1985) estimates that only 5 percent of the products of rural SMEs have been able to penetrate in the market. This situation may be due to lack of information or the high price and low quality. Ragayah and Rahmah (1995) conducts a study on the marketing and SME chain. In their study, there are important problems faced by SMEs who market the product. Low quality makes the manufacturers difficult to sell their product in the market, especially overseas. Although the company can produce the goods according to the desired output, they also have to take into account other things such as date line of supply and placing reasonable selling prices so that existing customers continue to buy from them. In addition to manage those problem under control, there are also problems, which beyond the control of the operator, such as late payments from buyers which will limit capital turnover and high transportation costs which can lead to high prices. Ragayah and Mercy (1995) , states that a good marketing strategy is closely related to the size of the different marketing channels, finding marketing channels as well as the affordable price. In addition, some aspects such as research, knowledge and experience about the price, competition, demand and consumer tastes are also important. Omar and Anas (2014) explains that in order to improve the marketing of SMEs, they need financial support and non-financial programs through partnerships with large companies in exploiting the marketing opportunities and carry out promotional activities for domestic and overseas market through branding and other promotional media. The partnership program which is conducted by linking SMEs with large companies and multi-national companies linked to the government needs to be improved. The finding of their research results that support of the government to MSMEs has a major impact to overcome the encountered problems. The partnership marketing which is conducted by SMEs is considered to be the best method.
Wan Liz Ozman and Sulzani studies another method of marketing (the additional marketing) in term of sales orientation (2002) . SMEs focus on how to do a massive sales and promote the sustainable sales. In line with the purpose, promotion strategy aims to disseminate information about the supply of goods is very important. There are four tools or methods which considered to be the most appropriate promotion of the products for SME namely: advertising, sales promotion, personal selling and publicity. O'Regan and Ghobadian (2004, p. 292) argues that most of the scale businesses in the United States, are SMEs; therefore, there is a need to explore the role of marketing orientation in SMEs as a distinct group from the business organization. Spillan and Parnell (2006) in his research explains that there is a significant relationship between marketing orientation and performance of SMEs. Jovanov, TM; Stojanovski (2012) explains that SMEs typically have certain characteristics, which serve to distinguish it from the larger business organization. These characteristics include the inherent weaknesses with respect to capitalization and awareness in marketing their products. High failure rate of SMEs is largely due to weaknesses in financial management and marketing. Marketing practices in the context of the characteristics of SMEs need to consider the role of the owner or managers in improving the company's marketing practices.
In small enterprises, the line between marketing and sales becomes difficult to be distinguished, because www.ccsenet.org/ijbm International Journal of Business and Management Vol. 10, No. 2; 2015 marketing occurs during the sales process and for many small companies, the owner or manager has the perception that selling is the marketing (Oakey, 1991, pp. 343-356) .
Some marketing activities pose a particular problem for smaller enterprises. Research shows that a small company that does market research and efficiency promotion, has a difficulty in determining the measurement, while for the price of the product, they just rely on what is considered the industry norm, regardless of the company's own its' individual circumstances (Jovanov, 2011) . Marketing activities in small enterprises has a direct correlation to the attitude of the owner or manager, experience, and expertise in marketing. A small enterprise owner or manager has a little time to think strategically about the business (Brown, 1995) , with the limited resources that require intuitive decision making (Tibbits, 1981, pp. 173-188) . Jovanov Marjanova Conevska (2011) concludes that the results of his marketing functions have several problems in term of poor cash flow, lack of marketing expertise, business size, as well as the tactical and strategic problem of customer relationships.
MSMEs needs to have marketing in a compatible setup with the characteristics of the company and accepted by the owner or manager. Most small enterprises, marketing theory offers little practical use in everyday marketing activities. Knowledge and skills in marketing can also be obtained through education.
Marketing educators need to establish what is required by the owners or managers in general about marketing, and also marketing education in particular, and how it can be delivered.
Another way to practice marketing in small business is through the use of a marketing tool, which offers a comprehensive and easiness through a guidance to assist SMEs in developing, implementing and managing their marketing efforts such as: Market Assessment, Plan Marketing, Branding, Public Relations, Advertising, Collateral marketing, Digital Marketing, Promotion, and Sales Leads.
Reijonen (2009) explains that traditionally, marketing theory has been developed on SMEs scale. In his dissertation research which concentrates on three interrelated constructions: marketing concept, market orientation and business success. The marketing concept is defined as organizations destination to identify the needs and wants of targeting markets and then to meet their needs more effectively and efficiently than its competitors. Market orientation is the implementation of the marketing concept. It consists of three behavioral components, namely customer orientation, competitor orientation, and inter-functional coordination and three sets of activities, such as generating, disseminating, and responding to market intelligence. Finally, market orientation seems to improve the company's performance and success.
Perception about SMEs marketing concept refers to the business philosophy (Kohli & Jaworski, 1990) . SMEs concentrates more on marketing tasks, such as promotions, and the ultimate goal of marketing is making a sale. Möller and Anttila (1987) also finds in the SME marketing is often viewed from the narrow perspective of sales orientation. Hill (2001) and Hogarth-Scott et al. (1996) states that one of the reasons that the company's survival often depends on the sales. The results showed that the customer has the important role to be studied in marketing SMEs. Creating and maintaining relationships with customers that are considered important and success is measured by customer satisfaction.
Research Method
This paper reviews marketing aspect specifications and government policy on SMEs in Indonesia by using qualitative and quantitative approach. The qualitative approach is used to describe the government policy in marketing according to Act no.20 year 2008 about SMEs and marketing strategy from Cooperation Ministry deputy and MSMEs in marketing. The quantitative approach is to describe the MSMEs performance towards the economy in Indonesia by analysing the Cooperation Ministry and MSMEs secondary data in 2010-2011 including enterprise unit growth, PDB data, employment and non-oil export data. The analysis results in government policy implementation toward the MSMEs development and empowerment in Indonesia. In a nut shell, analysis by using qualitative and quantitative approach is a conceptual frame approach and an empirical study on marketing aspect and government policy for MSMEs in Indonesia.
The Government Policy Aims toward the Micro, Small, and Medium Enterprises (MSMEs)
Small and Medium Enterprises has contributed to economic growth in some countries, therefore, the government assistance strongly supports to the increasing growth in the number of small and medium enterprises. Government assistance and intervention in the development and empowerment program of small and medium micro enterprises are realized with a wide range of policies at the central and local governments in the short, medium and long term development programs. Amizade, F. V. (2011) development of a country. The government is responsible for shaping policy at the national level and enable the promotion of SMEs, contributing to employment, household incomes and poverty reduction. Kornijezuk (2004, p. 11) states that micro and small enterprises plays a relevant role in the use of raw materials, meet the needs of local markets, distribution of income and social mobility. In the globalization era, SMEs is key actors in any production system and contribute significantly to job creation and the formation of Gross Domestic Product. Ayyagari et al. (2007) in his study identifies that SMEs as a core element in the strategy of the community to encourage economic growth, employment and poverty reduction. Rural development is rooted in the development of community-based and uses a bottom-up approach to improve the countryside communities through decentralization, participation, and governance (Behera & Engel, 2006, p. 14) . Jahanshahi et al. (2011) explains that the development of SMEs in India contribute to job creation, improve the income of the community, and also address the problem of regional disparities.
Government policy affects the level of entrepreneurial activity -regulatory policy, trade policy, labor market policy, regional development policy, social policy, and even the gender policy. It is the regular duty for the Government to encourage the growth of local MSMEs and it can help directly to reduce the poverty by increasing income levels and creating jobs. Policy with respect to the development of the field of marketing has been described in Specifically, in order to achieve optimum result, the Ministry of Cooperatives and MSMEs have established cooperatives and MSMEs empowerment strategies in the areas of marketing especially for the product development and marketing strategies. The improvement of MSME product in term of quality, innovation and creativity is a chain that requires considerable attention in the development of marketing and business networks of MSMEs. Coordination between production and marketing are absolutely necessary to direct the efforts to empower the integrated and sustainable SMEs; the empowerment includes the approach of the One Village One Product (OVOP). The purpose of the marketing and the strengthening of network is to win the domestic market share and an increase in the export market. Ministry of Cooperatives and SMEs has commissioned the Institute of Marketing Services for Micro Small and Medium Enterprises as an independent business unit, but it is still a unit under the Ministry to facilitate the promotion of Micro Small and Medium Business products in domestic and international markets. The scope of activities are the promotion of superior products, providing market a. The development and expansion of export markets for Micro Small and Medium Enterprises, the programs are: (1) Provision of potential export market information for MSMEs products; (2) Strengthening the capacity and standardization, (3) Promotion of MSMEs potential export products; (4) MSMEs takes part in the overseas exhibitions; (5) facilitating to increase competitiveness ; (6) partnership to promote creative industries; (7) facilitating trading house; (8) Developing information systems for consolidation of MSME export cargo.
b. The development of MSMEs marketing Infrastructure, the programs are: (1) Facilitating the development of traditional markets, (2) Guidance on market management by the cooperative; (3) Development of MSMEs' marketing business facilities in the strategic locations and group; (4) Revitalization of Traditional Markets in remote or border areas (5) Market Revitalization Pilot through cooperatives; (6) revitalized marketing efforts; (7) facilitating the market access of Product MSME in strategic places (Commodities Market); (8) Supporting micro businesses through facilitating schools cooperative; (9) facilitating the micro enterprise through assistance in product registration; (10) Facilitating the Development of SMEs in the cosmetic products and traditional medicine sector. 
Definition and Criteria Micro, Small and Medium Enterprise (MSMEs)
General limitations in this article defines MSMEs for industrial and non-industrial processing. For the definitions of MSMEs in the processing industry, following the Central Bureau of Statistics which is based on the amount of labor, are as follows:
 Micro business is the economic activity that is carried out either by individuals or households and a body, the number of the employee are 1-4.  Small businesses are the economic activity that is carried out either by individuals or households and a body, the number of the employee are 5-19.  Medium business is the economic activity that is carried out either by individuals or households and a body, the number of the employee are 20-99. (2) www.ccsenet.org/ijbm International Journal of Business and Management Vol. 10, No. 2; 2015 Building (1.57 percent); (3) Mining and Quarrying (0.53); and (4) Electricity, Gas and Water (0.03).
MSMEs Contribution to the Creation of Gross Domestic Product (GDP)
MSMEs Statistics (2012) Figure 2 . On the other hand, in 2010 the value of the national GDP at constant price in 2000 is at IDR 2217.9 trillion, the role of SMEs is IDR 1282.6 trillion or 57. In 2011, the role of SMEs to the formation of the total value of non-oil exports was increased by IDR 11.5 billion or 6.56 percent. It means the MSMEs has achieve target achievement rate of IDR 187.4 trillion, or 16.44 percent of the total value of non-oil exports. 
Contribution of MSMEs in Generating Employment
MSMEs Statistics (2012) describe the employment opportunities, and the role of MSMEs (2010) 
Discussion
According to the previous data and explanation, SMEs has substantial contribution to the economy in Indonesia. Therefore, the government has an important role to the promotion and development of small enterprise. The government of United Kingdom of Great Britain and Northern Ireland (2012) has experienced the development of SMEs. They conduct promotion for SMEs in a simple and straightforward bureaucracy. This programs encourage SMEs to take advantage of government assistance that affect business performance. Souksavanh (2014) in his study of SMEs in Laos explains the government's role in promoting SME has no impact on the performance of the company. These findings imply the need for effective policies to promote SMEs with related policies, such as increasing the effectiveness of education, both formal education and vocational or technical training; improving the dissemination and enforcement of laws and regulations related to the business. Liu, X. (2008) describes the small and medium enterprises (SMEs) in China has achieved rapid and sustained growth in the last two decades. The growth has been increasingly contributing to the economic development of China. SMEs that contribute to the economy in China already spot their problem. They have weak relationship with the external market, lack of technological innovation, and finance problem. This case brings to the needs for a more efficient government services and professionals for SMEs to enhance their competitiveness. The absence of high-quality services to the enterprise should encourage the government to provide SMEs with more professional service, convenient. So, SME can improve their ability to stay competitive in business. To implement this program, central and local governments need to coordinate the empowerment program.
Conclusion
In Indonesia, and many countries, MSMEs has high contribution, so it is important for the government to continue empowering and developing the enterprise. In conducting its business performance, MSMEs faces several problems, one of the problems encountered is the field of marketing. Problems in marketing requires government intervention in solving it. The Government can impose various policies at the central and regional as outlined in the form of law and government regulations to support the development of MSMEs. There are several ways to measure the success of the government's role in the empowerment of MSMEs. The success are the development of national and local economics performance through Gross Domestic Product and Gross Regional Domestic Product, generating employment and contributing to the revenue of non-oil exports. 
